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Chinese sports brands, typical representatives of the transformation and upgrading 
from “Made in China” to “Chinese Brand”, have accomplished many outstanding 
achievements. Calculated in accordance with the level of per capita consumption, 
China's sports brand market still has great potential. In 2010, the State Council 
proposed a main goal of fostering a number of international competitive sports 
backbone enterprises and enterprise groups and of forming a number of brands of 
sports products with Chinese characteristics and international influence by 2020. In 
2012, the domestic main sports brands suffered a widespread decline in performance 
and closed large numbers of stores, marking that the adjustment of the industry has 
come and the market competition will be more intense in the future. In this context, 
the advertising communication is an important way to communicate with the 
consumers and plays a crucial role in the construction of Chinese sports brands.  
This article focuses on the advertisements published in "Sports Weekly" between 
2003 and 2012 by Li Ning, Anta, Peak, 361° and Xtep, applying content analysis as 
the method and trying to systematically analyze their characteristics and trends of 
newspaper advertisements. The following are the main conclusions. 
1. Beijing Olympic Games and Guangzhou Asian Games play an important part in 
advertising placement, advertising performance and advertising appeals of Chinese 
sports brands. 2. Chinese sports brands have become more sophisticated in advertising 
placement. Seeing from longitudinal dimension, in the later research period, the 
amount of advertisements has significantly increased compared with that of the 
beginning of the research. Seeing from the specific points in time, Chinese sports 
brands have been able to react more quickly in advertising placement based on 
specific events. 3. In the use of layout, color, pictures, copywriting and advertising 
models, Chinese sports brands are generally taking measures to draw more audience 
attention. 4. Chinese sports brands pay more attention to emotional appeals and the 
advertising appeal content mainly conveyed the brand culture and sportsmanship. 5. 
Sports endorsers occupy an important position in Chinese sports brand advertising. 















sports brands’ future advertising communication: 1.The conveying of brand culture 
and spirit should rely on products. 2. Endorsers need increasing emphasis and should 
be finely selected and properly used. 3. The local property of Chinese sports brands 
should be made good use of. 
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1  绪论 
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1  绪论 
本章主要从宏观环境、市场环境、行业的发展及现状等方面对选题的背景进
行介绍，并指出了本文的研究动机。 
1.1  研究背景 
1.1.1  宏观背景 























































76%，而每周运动 3次以上人群的比例则达到 34% [3] 。 
越来越多的人参与到体育运动中来，势必带来体育运动市场的成长。中国体
育用品业联合会秘书长马继龙表示，从 2006年到 2011年的五年间，我国体育用
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了关店大军，宣布将关闭 90多家不盈利店铺[8]。  





1.2  研究动机 
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